INTRODUCTION
In many western countries politics increasingly suffers from declining interest and declining participation in the political processes (Flickinger & Studlar, 2007) . This not only applies to national politics but also, or even more so, to European politics. The European Union in particular is said to suffer from a severe democratic deficit (cf. van Os, Jankowski, & Vergeer, 2007) . In general, support for the European Union is low: only a small majority (52%) supports its country's EU membership (European Commission, 2009 ). This is reflected in the low voter turnout (43%) for the EP elections. The Netherlands, although its population supports the European Union (EU) membership quite strongly (78%), the voter turnout of 37% is well below the EU average. Even though support for the EU remains relatively stable, it is not clear whether the steadily decline in voter turnout is reversible.
THE INTERNET AS A CAMPAIGNING TOOL
A means to try to reverse this trend is the increased use of the Internet, in particular Web2.0, to close the gap between politics, politicians and citizens. Gibson and Römmele (2001) provide an overview of how political campaigning has changed over the years. They distinguish pre-modern, modern and professional campaigns. The pre-modern campaigns rely predominantly on the use of print media, rallies, meeting and foot soldiers. This style of campaigning is quite labor-intensive due to the interpersonal nature. Because its labor intensiveness it is conducted for the most part by inexpensive non-professionals and amateurs. The general aim in these campaigns is to mobilize voters, most likely those that are already loyal to the party. Modern campaigns are characterized by the large employment of mass media and therefore less interpersonal and more direct. This campaign style is more expensive. Because of the use of mass media this type of campaigning is more nation centric instead of local. Modern campaigning focuses not only on loyal voters but also where the electoral gain is to be found, i.e. the floating voters. The third campaigning style, labeled "professional", uses the Internet and uses a marketing approach by using direct mail targeted at specific groups of people direct mail. Campaigning takes place continuously and contact with voters is interactive. Moreover, voters are viewed as consumers that may want to acquire a product.
Although this field of research on political campaigning on the web is relatively new, it already has produced many studies. The first studies focused on how political parties use web features on their websites to inform and communicate with visitors of their websites (cf. R. Gibson & Rommele, 2001 ; R. K. Gibson, Margolis, Resnick, & Ward, 2003; Jackson & Lilleker, 2007; Norris, 2000 Norris, , 2001 .
Others took this research field a step further by including, not only political party websites, but also websites produced by institutions that play a role in the larger political arena (Foot, Schneider, Kluver, Xenos, & Jankowski, 2007) . By doing so they aim to analyze the political web sphere, referring to Habermas' public sphere (Habermas, 1989) .
Even though studies on web campaigning are numerous, most online campaigns analyzed are Web 1.0 campaigns (cf. Norris, 2001 Norris, , 2003 Tedesco, 2004) .
The concept of Web 1.0 indicates that websites are predominantly hierarchical and disseminating, from the politician and party direct to the citizens; using standard technology (predominantly html). The benefits of Web 1.0 in political campaigning have been described by Barber, Mattson and Peterson (in Tedesco, 2004) POLITICIANS' USE OF WEB 2.0 When looking at the opportunities these new web technologies offer, we see that the architecture of Web2.0 allows non-experts to use the Web and to contribute to the Web in a way that was not possible in the Web 1.0 era. This not only potentially closes the gap between politicians and the electorate; it also has the potential to close the digital divide between people in general and politicians specifically. As such it potentially increases democratization and emancipation, especially for those trapped in disadvantaged positions. Not only disadvantaged groups in society can easily publish onto the web, politicians themselves, especially those that receive little media attention can now easily publish their opinions through new and additional web channels such as personal websites, (micro-)blogging sites and social networking sites.
With the introduction of Web 2.0, many parties, politicians and candidates have adopted blogging, social network sites and sharing sites, the question arises whether this is a new campaigning style, different from the other types. If so, what are the basic characteristics of this new campaigning style? Web 2.0 is associated with different platforms, technology and practices that share keywords such as User Generated Content (UGC), social networking, sharing, social media (Cormode & Krishnamurthy, 2008) . Web 2.0, noted for applications such as Facebook, Twitter, YouTube, MySpace, allows politicians to individualize and personalize their campaigning style.
Personalization in politics can imply two strategies. The first strategy is to focus on a single party member leading the party in the election campaign. As such the party is embodied by the party leader. Other candidates then settle for a less visible role in the campaign. The second strategy of personalization and individualization refers to tactics to present the politician as someone that is more than a professional but also a normal person with personal interests and a family life. By doing so they try to limit the psychological distance between themselves and voters (Caprara, Barbaranelli, & Zimbardo, 1999) . In social network theory this is called homophily (McPherson, Smith-Lovin, & Cook, 2001 ).
Furthermore, journalists' mediation of political messages to the general public, especially those journalists that are critical, inherently contains biases and contextualization of the message, in ways politicians do not want. Especially in a country as the Netherlands where there is little affiliation (i.e. political parallelism, cf. Hallin & Mancini (2004) and Van Kempen (2007) ) between the press and political parties, journalism is independent from political influences and the watchdog function of journalism is strong (Hallin & Mancini, 2004; Weaver, Beam, Brownlee, Voakes, & Wilhoit, 2007) .
By using new media technology politicians increasingly circumvent journalism to communicate directly in a less distorted manner to the public.
Whether the Internet succeeds in creating a level playing field for parties and candidates is entirely clear. The innovation hypothesis (cf. Schweitzer, 2008) states that certain characteristics of new media technologies fundamentally change the way politics is brought to the public. It differs from the offline patterns of electioneering and offers opportunities to revitalize rational ideals on democratic discourse. Contrary to this positive view on new media in political campaigning is the normalization hypothesis (Margolis, Resnick, & Wolfe, 1999) : political campaigning with new media is merely replicating offline political campaigning. It even reinforces these patterns, turning online campaigning to business as usual. These two hypotheses are almost mutually exclusive: if one hypothesis is supported by the data, the other one needs to be refuted. However, the real test on either of these hypotheses has yet to be conducted, because many studies have suffered one or more of four methodological constraints limiting rigorous testing: (1) data are often cross-sectional instead of longitudinal; (2) evidence mainly from the US; (3) focused on candidate websites; (4) focusing on web features and seldom on the content of communications (Schweitzer, 2008) . Utz (2009) showed that the effects of social network sites only reinforced existing attitudes, i.e. those that already favor the candidate are the ones that subscribe to the politician's network. This suggests that politicians that use social network sites are merely 'preaching to the converted' (cf. Norris, 2003) . However, politicians were evaluated more positive in some instances when they responded to comments on their social network site (Utz, 2009) . Our study will contribute to the discussion of the benefits of using the Internet for political campaigning purposes by looking at candidates' use of micro-blogging. (Rogers, 1995) predicts that adoption of new technology tends to diffuse through populations in a specific manner, indicated by the S-curve. At a particular point in time the population then can be divided in terms of different groups reflecting the degree of adoption:
MICRO-BLOGGING AS
innovators, early adopters, early majority, late majority, and laggards. If an innovation reaches a certain degree of penetration in the population (a critical mass, (cf. Markus, 1990) ), its introduction has succeeded. The subsequent (near to) full adoption by the entire population, or at least the persistent use of the innovation by a portion of the population then is only a matter of time.
Whether this is the case for micro blogging in general and micro blogging by politicians in particular is too soon to tell.
INNOVATION HYPOTHESIS
The Web in general and micro-blogging specifically has the potential to overturn differences in visibility: its use is very easy, large mobility and the costs are very low. As such it provides disadvantaged parties and candidates with little resources (e.g. financially, knowledge and manpower) increased opportunities to create more visibility. Smaller parties lack funding and expertise, resulting in only a few people having to take on many tasks. New and smaller parties consist of politicians whose daily activities not only involves politics but also still having to keep a regular job. Larger parties still may have the upper hand because they have the advantage of a strategic department dealing with publicity issues continuously, and have professional politicians that do politics as a daily business, as well as experience. However, the added value of the Web for smaller, less professionally organized parties and candidates may prove to be larger than for the more well-established parties and candidates. They can benefit more from these new online opportunities that the large established parties.
Parties that were founded a long time ago as well as parties that participated in government are viewed as belonging to the establishment. They, at least, appeal to a significant fraction of the electorate, enough to secure some presence in parliament. New, fringe parties that entered the political stage recently, lack a basic of level reputation and trust from the general electorate. In general, they are expected to attract little to no votes. Especially the candidates from these new parties could utilize new media technology to connect to the electorate, create more attention which subsequently could result in more votes. From an innovation perspective (cf. Schweitzer, 2008) , these less established parties, having little to no prospect of getting many votes, are deemed to benefit the most from new media technology. The use of new media technology enables them to create more visibility and attention and maybe even a basic level of trust. Contrary to the innovation hypothesis, the normalization hypothesis (Margolis, et al., 1999) states that the power distribution online is merely a replication of the offline power distribution. This implies that established parties will be the ones that use new media technology more effectively than new, fringe parties. Because the normalization hypothesis is a reversed version of the innovation hypothesis we only test the innovation hypotheses. Hypothesis 2) More liberal candidates will use micro-blogging more than more socialist candidates.
Hypothesis 3) More progressive candidates will use micro-blogging more than conservative candidates will.
The Dutch political system is characterized by a large degree of pluralism. The Netherlands has 11 parties in national parliament. In the 2009 EP elections 288 candidates from 17 political parties participated. These candidates and parties try to increase visibility to attract more attention to their political standpoints. In the traditional media system (television, newspaper and radio) larger, more successful political parties have fewer difficulties to create visibility. In general, there is a tendency for increased media attention for larger and more successful parties, those that are in office or part of the coalition and candidates that are ranked high (Scholten & Ruigrok, 2006 (1) the total number of votes the party receives, and (2) the number of preferential votes a candidate receives. If Web 2.0 is designed to be bottom-up facilitating user generated content and creating more level-playing field for all parties and candidates, it should particularly be beneficial to parties and candidates that lack visibility and the least likely to be elected. As such, individualized campaign can be aimed at generating more preferential votes. For larger parties and candidates ranked higher, the added value of additional and alternative channels is smaller than it is for smaller parties. The cost-benefit ratio could be less positive to adopt a new channel.
Hypothesis 4) The less past electoral success in the past, the more likely candidates adopt and use micro-blogging.
Hypothesis 5) The less priority the party has given a candidate the more likely candidates adopt and use micro-blogging. Gibson and Römmele (2001) suggest that a shock such as the change of a party leader (internal shock) or a massive loss in the elections (external shock) could affect a party's campaign strategy to try to reverse this loss, a new strategy needs to be developed, for instance a new web campaign strategy by utilization of new media technology. The hypothesis therefore is:
Hypothesis 6) The more seats a party has lost in the last elections, the more likely candidates adopt and use micro-blogging
Besides party strategy, candidates themselves can decide to use new technology. One characteristic is gender. Research shows that women are more likely to use social network sites (Hargittai, 2007) , but also report less Internet skills and perform less capital enhancing activities (Hargittai & Hinnant, 2008) . Research on mobile phone use suggests that women use new media technology more sociable than men do (Ran & Lo, 2006) . These findings are somewhat contradictory. To determine whether and how gender is related to the adoption of micro-blogging, the research question is as follows:
RQ 1 To what extent is gender related to adoption and use of micro-blogging?
POSSIBLE EFFECTS OF MICRO-BLOGGING ON THE ELECTION OUTCOME
The question whether the use of micro-blogging equals the question to whether micro-blogging increases the number of votes in the elections. In general, deriving from the innovation hypothesis, the expectation is that the more the candidate sends messages using the micro-blogging site, has a large micro-blogging network, especially those that follow the candidate, and the more the candidate sends messages directly to people, the more votes this candidate will receive. The hypotheses are as follows:
Hypothesis 7) The more a candidate uses micro-blogging, the more votes he or she receives.
Hypothesis 8) The larger candidate's online social networks, the more votes he or she receives.
However, there are some alternative explanations besides the use of micro-blogging that may account for candidates receiving more votes. Because these explanations concern the normal state of affairs, they predict the continuation of existing power distributions. Especially candidates that are member of established parties (represented in government, party age, past electoral success, participation in prior election) will receive more votes. The hypothesis is as follows:
Hypothesis 9) Candidates from established parties receive more votes than candidates from nonestablishes parties.
As stated earlier, parties prioritize their candidates: the higher the candidate is prioritized the more likely it will be chosen. However, if a voter does not agree with the priority list of the party, the voter can cast preferential vote for a particular candidate anywhere on the list, in doing so increasing the likelihood of that candidate to be elected. However, in general it holds that candidates prioritized by their political party will receive more votes. The first reason is that if voters do not have a preferred candidate they most likely vote for the top candidate of the party.
The second reason is that if many voters have a preferred candidate it will already be prioritized by the party anyway. A third reason why most voters may vote for the top candidate, is that in the Netherlands personalization has not yet evolved as in the US and the UK. The hypothesis thus reads as follows:
Hypothesis 10) The more a candidate is prioritized by the party, the more votes it receives. The start of micro-blogging was measure by the number of days prior to the Election Day the first tweet was posted. The more days prior to the elections the candidate started, the less it was specifically connected to the election, and more as a off-campaign activity.
DATA

Sampling
To what degree the candidate is communicating with others on Twitter people was measured by counting the number of @-tweets. To relate the @tweets to the non-@-tweets the communication ratio was calculated: lower than one indicating there were more non-directed tweets than directed tweets; larger than one indicates there were more directed tweets than non-directed tweets. To measure the likelihood of a candidate to be actually elected we used the prioritization of their candidates by the political parties themselves. The higher the candidate is ranked (indicated by a lower number), the more likely the candidate is elected. Candidate rankings per party as submitted by the parties themselves were obtained from the Electoral Council (Electoral & Council, 2009 
Network characteristics
METHODS
Normally this type of research would involve multivariate analysis. However, the sample is small and the variance of adoption of micro-blogging is small. This combined with the large number of independent variables, leads to the risk of overfitting (Fox, 2008) . Therefore, only bivariate analyses are conducted, in particular the comparisons of means as well as the calculations of correlations.
RESULTS
DESCRIPTIVE RESULTS
First, we present basic characteristics of the parties participating in the European Parliament elections (see Table 1 ). The adoption rate and use of Twitter as a tool to communicate differs extensively across candidates and political parties. Note: Nadopters =36, Nnon-adopters=252, except for the test on ideology: Nadopters =30, Nnon-adopters=145 Table 2 shows that party characteristics show differences between those that adopted microblogging and those that did not. Regarding whether the candidates' parties are represented in government or not is unrelated to the adoption of micro-blogging. This finding does not support hypothesis 1. This also holds for whether their parties participated in the 2004 EP elections and the general elections of 2006. Candidates running for euro skeptic parties used micro-blogging to lesser extent, while candidates running for younger parties adopted micro-blogging more frequently.
THE CORRELATES OF MICRO-BLOGGING ADOPTION AND ACTIVITY
Candidates that adopted Twitter were of older parties than those that hadn't adopted Twitter, a further refutation of hypothesis 1. Ideology, a more fundamental party characteristic, shows no differences between those that do or do not use micro-blogging, not supporting hypothesis 2 and 3.
As for electoral success in the past, the results show that candidates that adopted micro-blogging did not differ regarding the number of votes their party received in the last 2006 elections, refuting hypothesis 4. However, candidates that had adopted micro-blogging were running for parties that had lost seats in parliament. This finding supports hypothesis 6.
Of the two personal characteristics of the candidates (gender and rank on party list), gender is unrelated to the adoption of micro-blogging. The position of the candidate on the party list is related to micro-blogging adoption: those had adopted micro-blogging were more prioritized (lower rank number) on the list. This finding does not support hypothesis 5. Table 3 shows the correlates of party and candidate characteristics and micro-blogging characteristics and network characteristics. Regarding the party characteristics and blogging activities we see that there are only a few notable correlations. Candidates from parties represented in government started micro-blogging later than those that were in opposition.
However candidates that participated in the 2004 EP campaign blogs more frequently than candidates from parties that did not participate. These candidates also more frequently directed their tweets directly to people. As for the network characteristics Table 3 shows that especially candidates from opposition parties have larger networks. Also, these opposition candidates more often communicate directly to other. Candidates that did not participate in the 2004 EP elections follow more people than those that did participate. Candidates from Euro skeptic parties have more shared connections with other politicians than other candidates. Euro skeptics however have less reciprocal following-follower relations.
As for electoral success of parties in the past, these indicators are not related to blogging activities, as such not supporting hypothesis 7 and 8. The number of votes received however is correlated to network characteristics: the more votes the smaller the network sizes and the less frequent the candidate follows a member of the public or reciprocates a relationship on Twitter. These findings in part reflect those regarding being represented in government because the more votes a party receives the more likely it will be represented in government.
The two political ideologies show that the left-right ideology is not related to micro-blogging activity and network characteristics. However, the progressive -conservative dimension is related to blogging behavior: more progressive candidates blog more frequently and started blogging earlier. As for network characteristics, progressive candidate had more followers than conservatives.
Candidate's characteristics showed only notable relation for the rank number of the candidate but not for gender. Candidates that were ranked higher by the party blogged more consistently throughout the campaign period. Also these higher ranked candidates also showed significantly more followed people from the public. 
CONCLUSION AND DISCUSSION
This study focused on the adoption and the use of micro-blogging in political campaigning.
Subsequently we focused whether there are indications whether the use of micro-blogging is effective the gain more votes. The findings show that micro-blogging as a campaigning tool is adopted only by a minority of approximately 12%. The adoption rate for different parties varies quite strongly. Some parties appear to be quite reluctant to use micro-blogging, such as some of the new parties and the PVV. Candidates from other parties (PvdA, GL, and Newropeans) seem to be more willing to use micro-blogging. As such these candidates can be seen as the innovators and early adopters. These findings support the normalization and not the innovation hypothesis.
As for the candidates' activities on micro-blogging site Twitter the results also vary quite extensively. Those that are in opposition in the national parliament started micro-blogging significantly earlier, and have larger online networks. As such it seems that micro-blogging is associated with being in the opposition and getting fewer votes. However, fringe parties seem not to benefit from this. Apparently some initial visibility and media attention, something fringe parties lack, is important to create larger networks.
Regarding the supposed benefits new media provide for those that lack chances to be elected (parties and candidates alike), the results show that candidates less likely to be elected do not use micro-blogging to promote themselves. As such this finding refutes the innovation hypothesis and supports the normalization hypothesis. Still the question remains, did these candidates not use Twitter because they evaluated Twitter as an inferior tool, or were they unfamiliar with utilizing new media in general and Twitter specifically to begin with?
The question what it's good for to micro-blogging? What benefits does micro-blogging have for politics in general or politicians in particular? This questions the effectiveness of micro-blogging.
Effectiveness could be measured in terms of to what degree people are informed by reading the micro-blogging messages. Do people learn from political micro-blogging, do they become more knowledgeable? The answer to this question is still open. However, we can surely say that conveying complex messages on complicated politics using merely 140 characters is quite difficult, unless one uses many messages or hyperlinks to more informative web pages.
However, whether micro-blogging is about informing people at all, can be argued. More and more politics tends to focus on the personal characteristics instead of the political messages. People want to be friends with some politicians iv , or want to despise others. Social network sites allow people to socialize with politicians, thus diminishing the psychological distance between politicians and voters, especially when politicians write about their personal life. Also, followers can direct messages to the politician, making them more approachable. Thus far these effects seem to be limited or nonexistent (Utz, 2009) . Only when politicians engage directly in reciprocal online conversations, the attitude towards the politicians tends to be more favorable.
As for the question whether micro-blogging is supporting the innovation or the normalization hypothesis, the results indicate that micro-blogging is used by the traditional opposition parties. As such it supports the innovation hypothesis. However, the results also show that fringe parties do not utilize micro-blogging to their full advantage. Moreover, they do not use it. Still, an important characteristic of twitter as a micro-blogging application is that it draws people to a politician for which they already have a preference. In social network theory this is called homophily (McPherson, et al., 2001) : people with similar characteristics tend to interact more amongst each other than people that are dissimilar. Utz's (2009) 
FUTURE DIRECTIONS
The European Parliament elections of 2009 were the first elections where micro-blogging was used in official campaigning. Given that the sample is small and the number of candidates that adopted micro-blogging is even smaller, makes it impossible to conduct multivariate analysis. A solution to increase the sample size and reducing the risk of overfitting by waiting for future elections where micro/blogging has been adopted more.
Because the data are highly structured pooling different data sets, even from different countries is quite straightforward. Local elections, with many constituencies, parties and candidates also form a good opportunity to study micro-blogging in political campaigns. Pooling these data sets introduces more options to search for explanations. For instance, whether characteristics of the populations or constituencies are related to the use of micro-blogging, or in the case of cross-national analysis, whether differences in electoral systems are related to micro-blogging. Furthermore, differences between countries regarding the Internet use in general may affect micro-blogging as well.
Other approaches may be fruitful as well. ii Other indicators were considered, for instance the number of days the party was a member of the government in the last 30 years, and the ranking of the party election list. However these variables correlated very strongly amongst each other (multicollinearity), as such not providing additional information.
iii A few candidates removed deleted their accounts after the elections. Of the 288 candidates, 36 candidates had a Twitter account; five had removed the account before data could be archived. These five candidates were included in the category twitter users. However their Tweets were deleted from Twitter.
iv What constitutes a friend on social network sites is matter of debate, especially whether an online only friend equals an offline friend.
